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As blogs have gained popularity across the world, they have garnered more 
and more attention from academia. Most previous studies have tried to explore 
why people blog, focusing only on bloggers, the people who establish and 
maintain one or many blogs on the Internet. However, few studies have paid 
attention to blog readers and asked why people read blogs. In addition, most 
existing studies have focused mainly on English-language blogs, neglecting 
those in other languages. Aiming to fill in these blanks, this exploratory study 
analyzes the behaviors of blog authors and readers in the Chinese context. 
Through an online survey, semi-structured interviews and content analysis, this 
study identifies and explains the motivations for Chinese blog authors to write 
blogs and, more importantly, for Chinese blog readers to peruse them. The uses 
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Chapter 1 Introduction 
1.1 Research Objective 
After they were first introduced in China in 2002, blogs gained great 
popularity in China. In September 2006, China Internet Network Information 
Center (CNNIC) published “the Survey Report on Blogs in China 2006”. 
According to the report, by the end of August 2006, the number of blog spaces 
has reached 17.5 million in China, and with 7.7 million blog writers. This 
indicates the rapid growth of the blog market in China. 
This study explores the motivations of Chinese blog authors and readers in 
order to provide a unique perspective on why blogs have gained world-wide 
popularity. Knowledge about the reasons for writing and reading blogs will be 
helpful for the academic understanding of social behavior as well as to inform 
subsequent technology innovation on information and communication 
technology. From the perspective of practical implications, this knowledge will 
lead to the advancement of more user-friendly blogging services and authoring 
tools which can offer blog authors and readers better user experience. 
The uses and gratifications approach will be adopted in this study. Since 
the uses and gratifications approach has commonly been used to study 
audiences’ social and psychological needs that were satisfied by a medium 
(Blumler & Katz 1974), it would be an appropriate theoretical framework for 
 1
this project. This chapter will first present background information for 
understanding the subject matter of this thesis. 
1.2 Background to the Blogging Phenomenon 
A blog, short for weblog, was originally a simple website that contained 
online personal journals and some dated entries displayed in reverse 
chronological order. After some blog service providers in the United States 
supplied tools and virtual spaces for the public in 1998, making this new online 
publishing activity accessible to a larger population rather than just 
techno-savvy individuals, it did not take long for blogs to gain great popularity. 
According to the report released by The Pew Internet and American Life Project 
in July 2006, there are 12 million adults keeping a blog in the United States, 
comprising eight percent of American internet users. The figure of blog readers 
in the United States is even more considerable, which is 57 million, comprising 
39 per cent of internet users (Lenhart & Fox, 2006).  
As blogs have gained in popularity across the world, they have garnered 
more and more attention from academia. Since blogs have provided ordinary 
people with a tool to publish to the world anything they want, blurring the 
boundary between the private and the public sphere, many researchers focus on 
the debate of the relationship between blogs and journalism (Hewitt, 2005; 
Lasica, 2003; Wall, 2005). The potential of blogs to become a news medium 
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fascinates grassroots media proponents who have been arguing that the control 
of news production and distribution by big media corporations can not be 
sustained any longer (Gillmor 2004), as any blogger will be able to work as a 
journalist and publish news instantaneously to the rest of the world. This 
optimistic stance seemed to be supported to a certain extent in the Second Iraq 
War, when blogs written by amateur reporters, either American or Iraqi, gained 
significant attention from the public. However, some researchers tend to believe 
that blogs could probably become a supplement to traditional news sources, but 
they might not be able to displace established media organizations (Lasica, 
2003). Blood (2003) refused to regard blogs as a new form of journalism and 
argued that the heart of all journalism should be original reporting, which only a 
few bloggers could provide on their blogs. She also rejected any attempt to 
impose the journalistic standards such as fairness and accuracy to bloggers, in 
that blogs and main stream media are totally different things. 
Although blogs are a new form of online communication, it has little new 
technology in it compared to other online communication forms such as email 
list, BBS, Online Chatting, and personal webpage. Many researchers focused on 
exploring why such simple forms of technology have attained such popularity 
among Internet users, or in other words, why people blog. Nardi, Schiano, 
Gumbrecht and Swartz (2004) conducted a series of in-depth interviews with 23 
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bloggers and identified five motivations for blogging: documenting one’s life; 
providing opinions; expressing emotions; articulating ideas; and forming 
community forum. Miller and Shepherd (2004) observed two major themes 
when bloggers talk about why they were blogging: self-expression and 
community development. These two themes are all relevant to the social 
psychology of self-disclosure that was discussed by Calvert (2000) in Voyeur 
Nation: Media, Privacy, and Peering in Modern Culture.    
As the content of blogs can be varied in a great range, from personal diaries 
of a little girl to political opinions of a president candidate, its social and 
political influence on our society is unpredictable. Kahn and Kellner (2004) 
have seen political bloggers’ ability to influence decision making in election 
campaigns in the United States and believed in blogs’ potential to establish a 
“virtually democratic” community. Thompson (2003) questioned whether the 
blogosphere can serve as what Habermas calls the public sphere. He concluded 
that blogs seemed to be leading to “a further fragmenting and specialization of 
the public sphere”. 
Almost all those studies pertaining to blogs so far have been focusing only 
on bloggers, the people who established and maintained one or many blogs on 
the Internet, in the contrast to little attention to blog readers who greatly 
outnumber bloggers(according to the statistic of Pew). Besides, most existing 
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studies analyzed English-language blogs as English is the dominant language in 
the blogosphere and the Internet, even though many researchers admit that 
English-language blogs are not representative of blogs in general (Herring, 
Scheidt, Bonus, & Wright, 2004).  
1.3 Introduction to Blogs 
1.3.1 Definition 
    There is no widely-accepted definition of blogs. In the early stage of blog 
development, whether a site consists of dated entries was a simple criterion to 
identify a blog (Blood, 2000). Gillmor (2004) explained that a blog is an online 
journal comprised of links and postings in reverse chronological order. Nardi et 
al. (2004) stated that blogs are a series of archived Internet posts typically 
characterized by brief texts entered in reverse chronological order and generally 
containing hypertext links to other sites recommended by the author. In 2004, 
Merriam-Webster ranked “blog” the first of the top 10 words of that year and 
defined it as “a Web site that contains an online personal journal with reflections, 
comments, and often hyperlinks provided by the writer” (Merriam-Webster 
Online, 2005). However, this semi-official definition could not satisfy many 
bloggers because the key feature of a blog, “dated entries”, was missing. 
     1.3.2 History 
     The term “weblog” was first coined by Jorn Barger in December 1997. 
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Then in 1999, the short form “blog” was first coined by Peter Merholz. This 
short form was quickly adopted as a noun and verb thereafter (“It’s the links, 
stupid”, 2006).  
There were just a small number of websites that can now be identified as 
blogs in 1998 (Blood, 2000). Jesse James Garrett, editor of Infosift, compiled a 
list called “page of only weblogs” at the beginning of 1999. There were only 23 
blogs on the list, or in other words, there were only 23 blogs known to be in 
existence at that time. 
After the slow start, according to the study conducted by Jensen (2003), 
blog usage spread during 1999 and the years following, being further 
popularized by the near-simultaneous arrival of the first hosted blog tools such 
as Open Diary, LiveJournal and Pitas.com. The critical mass theory was used to 
explain the explosion of blogs in Jensen’s article, saying that there were finally 
enough people online writing blogs and wanting to read them. 
After the September 11, 2001 attacks, many blogs which supported or 
opposed the U.S. “War on Terrorism” quickly gained readership among a public 
searching for information to understand that event. The term “war blogs” was 
soon used to describing all blogs whose focus was the war in Iraq. Since then, 
blogs have gained increasing notice and coverage for their role in breaking, 
shaping, and spinning news stories (Gillmor, 2004). 
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This rapid growth of blogs continued after the second Iraq war. Technorati, 
a search engine that keeps track of what is happening in the blogosphere, is 
currently tracking more than 57 million blogs in the world, and estimated 
100,000 more each day (Sifry, 2006).  
1.3.3 Basic Structure 
    Although there is no exact definition of blog, it does not hinder the number 
of blogs from constantly growing. In the big family of all kinds of blogs, there 
are various types, and each differs in the way content is delivered or written. For 
example, political blogs, travel blogs, fashion blogs etc. are categorized by their 
genre, and private blogs, corporate blogs are categorized by the status of 
publishers. In spite of the diversity of both blog forms and contents, the basic 
structure of blogs is constant and described as follows. 
1.3.3.1 Titles and subtitles 
    Blog title is the name of a blog that its author devises, usually unique on 
the Internet, which shows the personality and creativity of the blogger. Blog 
subtitle is an optional tag line about a blog, which is used to describe a theme or 
the bloggers’ preferences. 
1.3.3.2 Blog posts 
Blog posts are the most fundamental elements of blogs. A typical blog post 
includes a title, a text message, and a time stamp indicating when the post is 
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written (see Figure 1.1). Even though bloggers usually are not subject to any 
limitation of the length of the text, most blog posts are short, only one paragraph 
or two. If available, there should also be an option for the summary in the RSS 




1.3.3.3 Comments and Trackbacks 
Comments are a feedback tool by which readers can respond to blog posts 
that interest them. It is a common service provided by nearly all the blogging 
tools, working as a channel through which bloggers and readers communicate to 
each other. When posting a comment, readers are usually required to submit a 
name for identification (see Figure 1.2). Other personal information like emails 
or URLs of readers’ blog is usually optional. All these information would be 




Figure 1.2 Blog Comments 
 
A trackback is a method for bloggers to request notification when 
somebody links to one of their blog posts. When writing a blog post, besides the 
permanent link, or permalink, generated of every single post, there is usually a 
trackback URL created automatically by the blog tool. If there is some other 
blogger writing an article relevant to one of the articles you have written, he 
would add the trackback URL to his article and it will send out an 
acknowledgment and an excerpt to your post notifying that this post has been 
referred. This technique enables bloggers to keep track of who is linking to, or 
referring to their articles. By checking out trackbacks listed below certain blog 
posts (see Figure 1.3), blog readers can follow the thread and be directed to 
other blogs concerning the same or similar topic. 
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Figure 1.3 Blog Trackbacks 
 
1.3.3.4 Archives 
The home page of a blog usually can only display current posts, which are 
limited to a fixed number, i.e. the last 15 posts. When new posts are published, 
old posts will be no longer shown on the home page but be permanently stored 
in an archive page. The most common way to organize the archives is to sort 
them in a chronological order. Readers can access past posts by clicking links to 
certain months or weeks. To help readers locate posts of interest, bloggers set up 
categories and assign posts to a category when writing them. Readers can thus 
gain access to a collection of posts within a common topic or theme. 
1.3.3.5 Author Information Page 
Each blog can have a page where information about the blogger is 
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displayed. It usually includes a photo, the general information of the blogger 
such as age, occupation, and interests, the contact information such as email 
address and telephone number. Of course, the blogger himself can decide which 
information is finally revealed to readers. 
1.3.3.6 Blogroll 
Blogs often have a blogroll (see Figure 1.4), a listing of web sites 
(including other blogs) that the blogger thinks are interesting, informative, or 
useful. It can usually be found on the home page sidebar. Through the blogroll, 
the relationships between this blog and other elements of the blog community 
are established.  




    Once a blogger chooses a blogging service and sets up an account, he or 
she will be provided with a standard blog template which contains options on 
the type of layout, the color scheme, optional components, etc. Besides the 
default one, they actually have many alternative templates to select offered 
either by this blogging service or others. They even can design their own 
templates with the help of some tools. It is a good opportunity for bloggers to 
present their creativity and personality via designing the interfaces of their own 
blogs. 
1.4 Internet Usage in China 
As Chinese-language blog readers are my research target, the introduction 
of Internet usage in China is necessary. I will try to provide an overview of the 
burgeoning of the Internet in China. 
1.4.1 The development of the Internet in China 
The first email from Mainland China sent by Professor Qian Tianbai in the 
year 1987 was regarded as the start of the usage of the Internet in China. 
However, it was not until 1993 that the first direct link from Mainland China to 
the Internet was established at the Institute of High Energy Physics (IHEP), 
Chinese Academy of Science (CAS). In March 1994, this link was formally 
connected to the Internet.  
In contrast to other authoritarian countries, the Chinese government spared 
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no effort in promoting the infrastructure and use of the Internet. Along the 
growth of China’s economy and the Chinese government’s openness policy to 
the outside world, there is tremendous growth of telecommunications in the last 
decade which provides a matrix for the dramatic development of the Internet in 
China (see Table 1.1). 
Table 1.1 CNNIC Statistical Survey Reports of Chinese Internet Development  








2006.06.30 123 M  54.5 M  1,190,617 94.7 M 58.4 M 
2006.01.17 111 M  49.5 M  1,096,924 64.3 M  51 M  
2005.07.21 103 M  45.6 M  622,534 53 M  49.5 M  
2005.01.19 94 M  41.6 M  432,077 42.8 M  52.4 M  
2004.07.20 97 M  36.3 M  380,000 31.1 M  51.5 M  
2004.01.15 79.5 M  30.89 M  340,000 17.4 M  49.16 M  
2003.07.21 68 M  25.72 M  250,000 9.8 M  50.1 M  
2003.01.16 59.1 M  20.83 M  179,000 6.6 M  40.8 M  
2002.07.22 45.8 M  16.13 M  126,000 2 M  26.82 M  
2002.01.15 33.7 M  12.54 M  127,000 N/A 21.33 M  
2001.07.17 26.5 M  10.02 M  128,000 N/A 17.93 M  
2001.01.17 22.5 M  8.92 M  122,000 N/A 15.43 M  
2000.07.27 16.9 M  6.5 M  990,000 N/A 11.76 M  
2000.01.18 8.9 M  3.5 M  48,000 N/A 6.66 M  
1999.12.05 4 M  1.46 M  29,000 N/A 2.56 M  
1998.06.30 1.175 M  542,000 9,415 N/A 460,000 
1997.10.31 630,000 299,000 4,066 N/A 250,000 
(Source: CNNIC reports, available at http://www.cnnic.com.cn) 
According to China Internet Network Information Center (CNNIC)’s 18th 
Statistical Survey Report on The Internet Development in China, there were a 
total of 123 million Internet users, 54 million computer hosts and 2,950,500 
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domain names in China as of June 2006. Mainland China currently has the 
second-largest internet population in the world, only behind the United States, 
although its Internet penetration rate is relatively low, only 9.4%, lagging far 
behind EU countries’ 49.8% and the USA’s 68.6%. 
1.4.2 Internet Censorship in China 
There is a consensus that the major Internet strategy of the Chinese 
government is to utilize the Internet as well as to control its usage by strict 
regulation. Along with the enormous development of Internet usage in China, 
there is another development relating to the rapid growth of information and 
communication technology— political control. In fact, China has one of the 
most advanced systems of Internet censorship and surveillance, known widely in 
the western media as the “Great Firewall of China” (Human Rights Watch, 
2006).  
The Internet censorship system works in China in three 
dimensions—technical, political and legal. Physical access to the Internet is 
provided in China by nine state-licensed Internet Access Providers (IAP), and it 
is through these connections that Chinese Internet users access Internet websites 
hosted outside of China (Open Initiative, 2005). According to the 2005 technical 
analysis of Chinese Internet filtering conducted by the Open Net Initiative, IAP 
administrators have blocked access to thousands of URLs and keywords, e.g., 
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the website of BBC and Wikipedia. Several thousand Internet Service Providers 
(ISPs), working as a retailer of the access to the nine IAPs, did the same thing to 
block sensitive information.  
In the political dimension, all Internet Content Providers (ICPs), either 
commercial or non-commercial, were to be responsible for any politically 
objectionable content on their websites. The government will revoke their 
licenses to operate if they are not qualified for the self-censorship requirement. 
There also a special police force called the Internet police force, firstly set up in 
Aihui province in 2000 and soon followed by other provinces (Harwit & Clark, 
2001),  responsible for monitoring all online content and ordering a 
rectification.  
Some of the world’s major international technology and Internet companies 
complied with the censorship system in exchange for being allowed to start 
businesses in China. The most notorious case is of Yahoo providing the Chinese 
government with information that helped to identify and convict two internet 
writers in 2003 and 2005 (Kahn, 2005). Besides this extreme example, what 
other foreign companies are doing is offering a local version of their products or 
websites to ignore those sensitive issues that could cause them trouble. 
Google.com, the search engine company based in the United States, provided 
their Google.cn service in China in 2006, ensuring that search results from the 
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Chinese version of Google will not include information, images or links to Web 
sites that the government does not want the Chinese people to see (Kahn, 2006). 
In the legal dimension, from 1994, the year before the Internet became 
commercially available for individuals in China, China’s regulations and laws 
on the Internet became progressively more comprehensive. PRC Regulations for 
the Safety Protection of Computer Information Systems issued in 1994 is the 
first regulation to control the Internet, giving the Ministry of Public Security 
overall responsibility for supervision of the Internet in China. Thereafter, there 
were estimated to be more than sixty sets of government Internet regulations 
issued by at least twelve different government bureaus that have some authority 
over the Internet (Human Rights Watch, 2006). One of the most recent sets of 
regulations to be issued by the government is the Provisions on the 
Administration of Internet News Information Services (Provisions on News 
Information Services), issued jointly by the State Council Information Office 
(SCIO) and the Ministry of Information Industry in September 2005, which 
emphasized that the Internet News Information Service in China shall persist in 
being oriented toward serving the people and serving socialism, persist in 
correctly guiding public opinion, and safeguard the nation's interests and the 
public interest. The content of “spreading rumors, disturbing social order, or 
disrupting social stability” etc. is strictly forbidden (Xinhuanet, 2005). 
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In 2006, there was a widespread rumor online saying that the Chinese 
government would implement a blog real name system in order to curb 
irresponsible expression (Xinhuanet, 2006). Although the Internet Society of 
China (ISC) has clarified that so far the Ministry of Information Industry has not 
officially made any related policies, what the regulation on Chinese blogs will 
be is still in doubt. 
1.4.3 Chinese Blogosphere 
1.4.3.1 Development of Blogs in China 
In August 2002, the first Chinese blog service provider “Blog China” set up 
its business in Beijing, and soon after, the word “blog” was firstly introduced to 
the Chinese public by two renowned newspapers—China Youth Daily and 
Nanfang Weekly (China Blog Research Center, 2006).  
Despite a slow start after its debut in China, blogs gained great popularity 
in 2005 (see Table 2.2). The 2006 China Blogging Report, released by China 
Internet Network Information Center (CNNIC) in September 2006, said that the 
number of Chinese bloggers reached 17.5 million at the end of August 2006, and 
active bloggers (with at least one update each month) reached 7.70 million. Blog 

























(Source: CNNIC 2006 China Blogging Report, available at http://www.cnnic.com.cn) 
1.4.3.2. Chinese blog authors and readers 
The first nation-wide blog survey was conducted in 2005, hosted by 
Sohu.com, one of the leading Internet portals in China (Sohu.com, 2005). This 
survey discovered that Chinese bloggers are mostly young (92.61% below 30 
years old), male more than female (57.3% versus 42.7%), well educated 
(56.48% received college education or above), and experienced in using the 
Internet (63.7% used the Internet for more than 4 years). It also found that most 
bloggers (98.8%) update their blogs at least once a week. The CNNIC 2006 
China Blogging Report confirmed the high percentage of youth and high 
educational achievement in the blogger population in China, and that female 
bloggers outnumber males (51.1% versus 48.9%). The report also claimed that 
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more than 70% of blogs are in hibernation state, updated less than once a month.  
According to CNNIC’s blogging report, the demographic factors of 
Chinese blog readers have little difference with those factors of Chinese Internet 
users. It is not a surprising finding given the high percentage of blog readers 
among Chinese internet users.  
1.4.3.3. Chinese Blog topics 
The focus of Chinese blogs is wide ranging, from second-hand gossip to 
serious literature, from personal trivia to national security. According to Sohu’s 
nation-wide blog survey mentioned earlier, the most popular topic among 
Chinese bloggers is their life and experiences, followed by entertainment 
content. Statistics of Chinese blog topics is very limited. The report of Sohu.com 
in 2005 seems the only available source for such information (Details See Graph 
1.2). In this report, personal experience ranked first amongst all the topics, 
which acknowledged that the original function of blogs--online-diary--is still 










































Chapter 2 Literature Review 
Uses and gratifications theory suggests that media users play an active role 
in choosing and using the media. It helps to explain the interaction between the 
media and audience, thus leading to a more complete knowledge of media 
effects. Reviewing the development of this approach would be helpful to 
correctly apply this framework to this study. Furthermore, U&G studies on other 
computer-mediated communication (CMC) such as personal homepages would 
be closely relevant to an analysis of blogs, as blogs are also a form of CMC 
which share similar characteristics. Therefore, in this chapter I will present a 
brief history of the U&G approach, and then discuss some similar studies. Other 
studies regarding blogs which related directly or indirectly to my research are 
also being reviewed in this chapter.  
2.1 The Uses and Gratifications Approach 
2.1.1 The History of the Uses and Gratifications Approach 
The exploration of gratifications that motivate people to use certain media 
is almost as old as empirical mass communication research itself (McQuail, 
1983). According to Wimmer and Dominick (1994), the uses and gratifications 
approach emerged in the 1940s when researchers became interested in why 
audiences engaged in various forms of media behavior, such as listening to radio 
or reading newspapers. However, the uses and gratifications approach was first 
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described by Elihu Katz in 1959 (Severin & Tankard, 1997). Most 
communication research up to that point was directed at the question of “What 
do media do to people?” Katz suggested asking the question, “What do people 
do with media?” (Severin & Tankard, 1997).  
Early U&G studies were primarily descriptive, seeking to classify the 
responses of audience members into meaningful categories. Most scholars agree 
that early research had little theoretical coherence and was primarily behaviorist 
and individualist in its methodological tendencies (McQuail, 1994). The early 
researchers shared a qualitative approach by attempting to group gratification 
statements into labeled categories, ignoring their frequency distribution in the 
population.  
 Research interest in studying U&G has been revived twice in the history 
of communication study (Baran & Davis, 2006). The first revival came during 
the 1970s, when media’s role was regarded as marginal in comparison with 
other social factors. In 1970s, the limited-effects paradigm was dominant in 
communication study and being researched and demonstrated again and again. 
But the paradigm had a problem in explaining why so many people spent so 
much time consuming media. U&G theorists argued that effects research was 
focusing too much on unintended negative effects of media while intended 
positive uses of media were being ignored (Baran & Davis, 2006, p269). A 
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number of studies have identified the gratifications associated with news use in 
the 1970s and early 1980s. For example, Kippax and Murray (1980) tested the 
perceived importance of 30 media-related needs. They discovered that 
newspapers provided eight specific needs judged by consumers, including 
understanding, knowledge, and credibility etc. 
The second revival of interest in U&G is the result of recent development 
and diffusion of ICT. Researchers have found U&G to be quite helpful in 
studying a wide range of new media. Ruggiero (2000) identified three 
characteristics of CMC for U&G researchers to examine, which are 
“interactivity”, “demassification” and “asynchroneity”. Boneva, Kraut, and 
Frohlich (2001) found that women found e-mail more useful than men did in 
maintaining social relationships. John Dimmick and his colleagues are 
conducting an ongoing series of studies tracing the uses and gratifications of the 
telephone, e-mail, and the Internet (Dimmick, Kline & Stafford, 2000; Dimmick, 
Chen & Li 2004). They stressed a concept of “gratifications opportunities” 
defined as consumers’ beliefs that a medium allows them to obtain greater 
opportunities for satisfaction. They argued that this concept is different from 
two other gratifications dimensions—gratifications sought and gratifications 
obtained, because gratifications opportunities reflect characteristics of a medium 
rather than attributes of individual consumers. 
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Through half a century, a great amount of studies regarding uses and 
gratifications approach have been accumulated in the realm of communications. 
However, some limitations of this approach have not changed much and should 
be notice before it is adopted. Firstly, this approach relied heavily on self-reports, 
which acridity and credibility could be suspicious; Secondly, it was 
unsophisticated about the social origin of the needs that audiences bring to the 
media; Thirdly, it was too uncritical of the possible dysfunction both for self and 
society of certain kinds of audience satisfaction, and was too captivated by the 
inventive diversity of audiences used to pay attention to the constraints of the 
text. 
2.1.2 The Tenets of the Uses and Gratifications Approach 
Back in 1974, a chief tenet of U&G theory of audience behavior was 
established by Katz et al. (1974)-that media use is selective and motivated by 
rational self-awareness of the individual’s own needs and an expectation that 
those needs will be satisfied by particular types of media and content.  
After evolving over 30 years, Rubin (2002)  proposed five assumptions 
intrinsic in the U&G paradigm: (a) people’s communication behavior is 
functional and goal-directed which implies individual and social consequences; 
(b) people select and use specific communication vehicles variously for the 
purpose of satisfying their unique needs or desires; (c) expectations about the 
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media and media content are shaped by the individual’s social and psychological 
factors such as personalities, social environment, interpersonal interactions, and 
communication channel availability; (d) availability of competing 
communication channels renders audiences freedom to choose the most 
appropriate media for their gratifications. The extent to which people’s motives 
are satisfied by certain media is determined by the media attributes as well as 
individual’s social and psychological circumstances; (e) an individual’s media 
use and subsequent media effects are mainly a function of the individual’s 
motivation for using the media. In this sense, media use patterns and 
consequences are more typically influenced by people than by the media 
attributes. 
2.1.3 The Internet and Uses and Gratifications Approach 
Modern society is moving away from traditional mass exposure media, 
toward the more interactive collection of communication media represented by 
the modern Internet (Stafford & Stafford, 1998). Uses and gratifications is 
helpful for understanding consumer motivations for media use, and has been 
applied to scenarios ranging from radio to television, to cable TV, TV remote 
controls, and the Internet (Ruggiero, 2000).  
Many researchers (Flanagin & Metzger, 2001; Papacharissi & Rubin, 2000; 
Stanfford T, Stanfford M, and Schkade, 1998) contributed by using U&G to 
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study the Internet. Others studied some Internet-based communication forms 
such as electronic bulletin boards (James, Wotring, and Forrest, 1995), ICQ 
(Leung, 2003), virtual community (Sangwan, 2005), and personal home pages 
(Nor, 1998; Papacharissi, 2002). Motivations for Internet users to adopt certain 
online communication forms have been scrutinized, most of which still fall into 
the five-part typology of audience needs derived from traditional media such as 
television, radio, newspapers, books and film (Katz, Gurevitch, and Hass, 1973). 
The five needs of audiences, according to Katz et al., are cognitive needs, 
affective needs, personal integrative needs, social integrative needs, and tension 
release needs. 
All the previous studies of personal homepages are most relevant to my 
research on blogs because of the strong resemblance between personal 
homepages and blogs in terms of content and form. Noh (1998) used an e-mail 
survey to identify six major motives for using a personal homepage: escape, 
promotion, pleasure, contribution, communication, and family. All these 
motives can be categorized into entertainment, social relationship and 
instrumental dimensions derived from mass media, interpersonal 
communication, and telecommunication functions respectively. He also obtained 
an interesting finding that the education level of the author had a negative effect 
on the design of his or her personal homepage, which means that the more 
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educated the author, the less likely he or she will use aesthetic and functional 
design concepts. Combining survey research and content analysis, 
Papacharissi’s study on some level confirmed what Noh had found (2002). 
Papacharissi discovered that most Web authors hosted a personal homepage for 
information and entertainment purposes, some for self-expression and for 
communicating with friends and family, and fewer for professional 
advancement or to pass the time. He also found that the look of personal home 
pages is apparently influenced by design tools supplied by the personal 
homepage providers, Web page location, and Web author motivation. 
As blog research is still in its infancy, there have only been a few attempts 
at applying U&G in blog studies. Papacharissi (2004) conducted a content 
analysis of a random blog sample, which revealed their personal and social 
utility as well as the uses and gratifications obtained from blogs. The results 
suggested that blogs feature personalized accounts of information that resemble 
the diary format. An average blog is a self-reflective account that serves the 
purpose of personal expression and provides the perceived gratification of 
self-fulfillment. The study also showed that an average blog is primarily not 
creative and is a low-tech affair of a self-referential nature. 
2.1.4. Measurements of gratifications of a blog 
    Topic 
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Since blogs are a new Internet medium, it is reasonable to believe that many 
results acquired by the U&G studies pertaining to the Internet can be applied to 
my study. 
Parker and Plank (2000) found that the key predicator of online usage is 
relaxation and escape through their survey conducted in a university. They also 
stated that the Internet served the same social, surveillance and relaxation needs 
of users as other mass media. Stafford and Gonier (2004) examined the online 
activities in America and found that the most powerful gratifications of Internet 
use are all related to the content which the Internet can provide. Therefore, it is 
very likely that whether or not the content of a blog is entertaining is crucial to 
the blog readers’ reading behavior. 
Furthermore, Miller and Shepherd (2004) implied that reading blogs can be 
attributed to “mediated voyeurism”, a notion invented by Calvert (2000), 
referring to “the consumption of revealing images of and information about 
others’ apparently revealed and unguarded lives, often yet not always for 
purposes of entertainment …, through the means of the mass media and the 
Internet” (Calvert, 2000, p. 2). If this is true, it means that personal life and 
experience would be the most welcome topic among others. 
Interactivity 
As Ruggiero (2000) stated, contemporary uses and gratifications model has 
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to include the concept of interactivity. For a blog, the comments system is the 
most important way to establish its interactivity between the blogger and his 
readers. If bloggers do not close the comment function, there is usually a 
comment link located on the bottom of every post, with a number indicating 
how many comments have been posted concerning the post. Bloggers will 
usually respond to the comments posted by their readers from time to time, 
making the comments system act like an asynchronous chat room. However, 
there are quite a few bloggers intentionally shutting down the comments system 
to avoid abusive criticism or deliberately deleting some disturbing comments, 
which demonstrate the unequal communication relationship between bloggers 
and blog readers.  
Design 
Despite the dated entries displayed in reverse chronological order, a blog 
can have many alternative components such as comments, blogrolls, trackbacks, 
picture albums, hyperlinks in text etc. Although there in no strong evidence to 
show that the components will increase readership, it seems possible that more 
components mean more attractions and more blog readers when you look back 
at the history of the development of blogs from a simple list of websites used by 
a few, to a multifunctional communication medium adopted by millions. 
Besides these components, the appearance of a blog including templates and 
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arrangement of different modules should also be taken into consideration as 
another factor that could attract or repel potential blog readers.  
Perceived Credibility 
The approach of comparing the relative levels of perceived credibility for 
different media outlets has been adopted by many communications researchers. 
Flanagin and Metzger (2000) investigated the perceived credibility of the 
Internet and concluded that the Internet was as credible as television, radio, and 
magazines, but not newspapers. However, some researchers say whether blogs 
are as credible as other media is a wrong question to ask. Rebecca Mackinnon 
(2006), an assistant professor at Journalism & Media Studies Centre, University 
of Hong Kong, stated that asking whether blogs are credible is like asking 
whether people are credible because blogs are set up by millions of different 
individuals. Some individuals are trustworthy and some people not. You have to 
know people before you judge the credibility of the information he applied. In 
light of this remark, the study will investigate whether the fact that a blogger 
reveals his real identity has something to do with the perceived credibility of its 
readers.  
Besides, Internet censorship is pervasive in China. This study will look into 
whether blog readers feel that blogs are the freest medium so far in China and 
whether this perceived freedom can lead readers to regard blogs as an alternative 
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medium in China. 
2.2 Summary and Research Questions 
In all the U&G studies in the past, a study to explore the Internet users’ 
motivations to read blogs is still absent, let alone a study of the Chinese 
blogosphere. This thesis aims to fill that chasm by surveying Chinese blog 
readers to get first-hand information on their motivations to read blogs. In 
addition, the factors leading to a blog reader’s decision to get involved through 
commenting or contacting bloggers are also being examined. The motivations of 
Chinese bloggers will also be investigated in my research in order to compare 
the results to those of other studies conducted in the west. My research questions 
will be: 
RQ1 What are Chinese blog readers’ motivations to read blogs? 
RQ2 What aspects of blogs do Chinese readers find interesting? Why?  
RQ3 What are the motivations of Chinese bloggers to establish and 
maintain a blog?   
RQ4 What efforts do Chinese bloggers make to sustain their readers’ 
interest? 
This study will contribute to a better understanding of blogs as a new form 
of online communication.  
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Chapter 3 Survey and Interviews 
3.1 Survey Methodology 
Quantitative methods and statistical analysis have always played an 
important role in communication studies, enabling us to generalize with far 
more accuracy than our own personal experiences and impressions are able to 
(Weaver, 1993). Surveys, a common quantitative research method, which has 
been frequently used in the history of uses and gratifications research approach, 
will be adopted to gain necessary data for this study.  
Since this study seeks to identify the motivations of internet users’ online 
activities, i.e. writing and reading blogs, an online survey will be an appropriate 
means to gather information. There are many advantages of web surveys, 
including low cost, short collection time, access to large potential subject pools 
of unmatched diversity, and the reduction of the effect of social desirability on 
sensitive data (Kiesler, Walsh, & Sproull, 1992). At the same time, the major 
disadvantage, i.e., the probable bias of respondents being limited only to people 
who have Internet access, should not be a concern because the focus of this 
study is Internet users. 
I used software provided by my3q.com, a web survey service, to create and 
host my survey. After that, I selected 20 most popular bloggers from bokee.com, 
one of the most established and popular blogging service providers in China at 
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present, requesting them to display the hyperlink for my web survey on their 
blogs. Any blogger who wanted to promote this link was welcomed. The survey 
was accessible from January to February 2007.  
The questionnaire consisted of two sections (see Appendix A). The first 
section sought to explore motivations of blog reading. The second section 
covered participant’s demographics. 
3.2 Survey Findings 
3.2.1 Response Rate 
The survey was posted online on January 22nd 2007 and stayed open for 
participation for 4 weeks. It yielded a total of 509 participants. Due to the short 
length of my questionnaire, 476 participants out of these 509 managed to finish 
each question, making the drop-out rate as low as 6.5%. Finally, I used 461 
answers as a valid basis for my analysis after omitting incomplete entries.  
3.2.2 Sample Demographics 
The demographics of this sample are as follows (see Table 3.1). 
Age, gender, and education.  
Of the 461 participants, males (55.1%) slightly outnumbered females 
(44.9%). This ratio is consistent with the finding in CNNIC 18th Report that 
China’s male Internet users (58.8%) outnumber female users (41.2%). Ranging 
from 17 through 55 years, the average age of the participants was 27.1 years. 
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Participants under the age of 35 (92.2%) formed the majority of the sample. As 
for educational attainment, participants were quite highly educated with nearly 
four fifths (83.9%) having at least college experience. 
Years of Internet use and blog-reading.  
Most participants claimed to have been using the Internet for at least four 
years, with only 1.3% (n = 6) using it for less than one year. In this regard, 
Chinese blog readers are experienced Internet users. Over half of them (57.7%) 
had a history of Internet use of no less than 7 years. 
Since blogs were first introduced to China only after 2002, it is not a 
surprise that only 8% (n=37) participants have been reading blogs for more than 
3 years. Almost one third of the participants (37.3%) just started reading blogs 
in the last year. This result is consistent with the assertion that nearly half of 
Chinese blogs were established in 2006. 
Frequency of Internet use and time spent on the Internet daily. 
Time spent on the Internet per week ranged from two hours to 120 hours. 
The extreme 120 hours suggested more than 17 hours online daily. The average 
time online in a week was 39.7 hours, or nearly 5.7 hours per day. 36.9% of the 
respondents reported being online for more than 40 hours a week. No gender 
gap in frequency and intensity of Internet use was found in the sample. 
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 Table 3.1 Demographics of Participants 
Group (N = 461)  Frequency Percentage  
Sex  
Male  254  55.1  
Female  207  44.9  
Age (M = 27.1)  
17 - 24  147  31.9  
25 - 34  278  60.3  
35 - 44  30  6.5  
45 - 55  6  1 .3 
Education  
Secondary School or below 1  0.2  
High School  17  3.7  
Junior College  56  12.1  
Bachelor Degree  244  52.9  
Master degree or higher  143  31  
Years of Internet Use  
Less than 1 year  6  1.3  
1 -3 years  40  8.7  
4 - 6 years  149  32.3  
7 – 9 years 208 45.1 
10 years or more  58  12.6  
Years of Blog-reading 
Less than 3 months 36 7.8 
4 – 6 months 47 10.2 
7 -11 months 89 19.3 
    1-2 years 252 54.7 
    More than 3 years 37 8 
Online Time Per Week (M = 39.7)  
Less than 10 hours  44  9.5  
11 – 20 hours  95  20.6 
21 – 30 hours  78  16.9  
31 – 40 hours  74  16.1  
More than 40 hours  170  36.9  
  
3.2.3 Gratifications from Reading Blogs 
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In order to answer Research Question 2, a series of descriptive analyses 
were run to measure blog readers’ gratifications. 
3.2.3.1 Topics 
Table 3.2 showed which blog topics readers like the most. “Family and 
Friends” was the most popular blog topic (M = 3.84, SD = 0.97), followed by 
“Arts and Literature” (M=3.8, SD=0.94). The topic which Chinese bloggers 
most liked to write about, “Personal Experience”, only ranked fourth in the list 
(M= 3.60, SD=0.97). The most disliked topic by the participants is “Religion 
and Spirituality” (M=2.85, SD=0.89). This lack of interest is likely to be 
because China is a communist country that insists on antitheism.  
Table 3.2 Preference to blog topics 
Topics  M  SD  
Family/friends  3.84  0.97  
Arts/culture  3.80  0.94  
Humor  3.78  0.94  
Personal experience  3.60  0.98  
Technology/science 3.58  0.90  
Education/academics  3.45  0.92  
Politics/politicians 3.42  1.03  
Interests/hobbies 3.29  0.98  
Business 3.16  1.00 
Entertainment 3.14 0.91 
Sports 2.94  0.87  
Religion/Spirituality 2.85  0.89  
Note. * 1 = most dislike, 2 = dislike, 3 = no opinion, 4 = like, 5 = most like  
 
There were distinctive differences between males and females with regard 
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to preferences for different blog topics (See Table 3.3). As can be seen in the 
table, male readers like technology topics the most (M=3.78, SD=0.88). On the 
other hand, female readers like “Family and Friends”.  
Table 3.3 Gender differences in preference for blog topics 
Male (n =254) Female (n = 207) 
Topics  M  SD Topics M SD 
Technology/science  3.78 0.88 Family/friends  4.00 0.96 
Humor  3.76 0.92 Arts/literature 3.91 0.90 
Politics/politicians  3.72 1.00 Humor 3.82 0.96 
Arts/literature  3.72 0.97 Personal experience 3.81 0.93 
Family/friends 3.71 0.97 Education/academics 3.37 0.90 
Education/academics  3.52 0.94 Entertainment 3.37 0.97 
Personal experience 3.43 0.99 Technology/science 3.33 0.86 
Interests/hobbies 3.30 0.98 Interests/hobbies 3.29 0.98 
Business 3.23 1.04 Business 3.07 0.94 
Sports 3.10 0.89 Politics/politicians 3.04 0.93 
Entertainment 2.96 0.84 Religion/Spirituality 2.79 0.85 
Religion/Spirituality 2.90 0.92 Sports 2.73 0.80 
Note. * 1 = most dislike, 2 = dislike, 3 = no opinion, 4 = like, 5 = most like  
 
In order to further explore the difference between the two groups (male vs. 
female), t-Test (p=0.05) was performed to assess whether the means of two 
groups are statistically different from each other. Table 3.4 showed the result of 
Independent-Samples t-Test procedure using SPSS. The significance of the 
difference between the two sample means could be divided into 3 categories: 
very significant, significant and not significant, respectively. As can be seen, the 
differences between men and women’s preference for the topics Family, 
Personal experience, Technology, Politics, Entertainment and Sports are very 
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significant. The most significant difference was found in the attitudes toward 
Politics: men like politics considerably much more than women.  
Table 3.4 t-Test of gender differences in preferences for blog topics 
Means T-test Values Significance of Difference ** 
Topics 








Family/friends 3.71 4.00 3.128 0.002 √   
Arts/culture 3.72 3.91 2.244 0.025  √  
Humor 3.76 3.82 0.802 0.423   √ 
Personal experience 3.43 3.81 4.175 0.000 √   
Technology/science 3.78 3.33 5.428 0.000 √   
Education/academics 3.52 3.37 1.589 0.113   √ 
Politics/politicians 3.72 3.04 7.496 0.000 √   
Interests/hobbies 3.30 3.29 0.044 0.965   √ 
Business 3.23 3.07 1.732 0.084   √ 
Entertainment 2.96 3.37 4.846 0.000 √   
Sports 3.10 2.73 4.629 0.000 √   
Religion/Spirituality 2.90 2.79 1.327 0.185   √ 
Note. * 1 = most dislike, 2 = dislike, 3 = no opinion, 4 = like, 5 = most like,  
** Difference is considered to be very significant when t > t0.05,∞(1.960), and Sig. (2-tails) ≤ 0.01.  
Difference is considered to be significant when t > t0.05,∞(1.960), and 0.01< Sig. (2-tails) ≤ 0.05. 
Difference is considered to be not significant when t < t0.05,∞(1.960), and Sig. (2-tails) > 0.05. 
 
3.2.3.2 Interactivity 
The participants showed obvious reluctance to interact with bloggers. 
There were 250 participants (54.2%) who reported that they rarely or never 
comment on any blogs, and 94 of them reported “never”. On the other hand, 
only 33 participants (7.2%) reported that they commented very often or often, 
and only three of them reported “very often”. Furthermore, 352 participants 
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(76.4%) reported that it would not affect their reading interest if a blog did not 
have any comment entry.  
3.2.3.3 Design 
Table 3.5 showed the perceived usefulness of all the components of a blog. 
It is a surprise that even though there were only a few participants who often 
commented, most participants still think the comment function is the most 
useful part of a blog. This is probably because people like to have the option to 
comment even if they do not avail of it.  
Offering in-text links to supplement post content is common in blogs. 
Within blogs, hyperlinks act like reference citations in research papers, thereby 
allowing someone to discover the most important events bloggers are writing 
about. Table 3.5 proved that this function is welcomed by blog readers. 
“Hyperlinks in text” was the second most useful component according to this 
survey. 
The least useful component is the “Site Counter”, which means blog 
readers do not care very much about the traffic of a blog they are reading. The 





Table 3.5 Usefulness of blog components 
Components  M  SD  
Comment 3.97 0.85 
Hyperlinks in text 3.91 0.82 
Template 3.82 0.92 
Blogrolls 3.74 0.87 
Guestbook 3.64 0.87 
Picture albums 3.60 0.91 
Trackbacks 3.37 0.78 
Site Counter 3.18 1.06 
Note. * 1 = no use, 2 = not very useful, 3 = no opinion, 4 = useful, 5 = very useful 
3.2.3.4 Perceived Credibility 
After the participants were asked to give a number (ranging from 1 to 5) to 
evaluate the credibility of blogs they had been reading, blogs scored 3.49 on 
average (see table 4.6). This figure only beats that of BBS. As can be seen in 
table 3.6, television is clearly perceived as the most trustworthy medium in 
China, followed by newspapers, government websites and radio respectively. 
Table 3.6 Perceived credibility of media outlets 
Media  M  SD  
Television 4.02 0.87 
Newspapers 3.94 0.94  
Government websites 3.91 0.98  
Radio 3.78 0.90  
Magazines 3.75 0.92  
Internet portals 3.69 1.09 
Commercial websites 3.61 0.83 
Blogs 3.49 0.85 
BBS 3.45 0.98 
It is interesting to compare these results to those of “evaluation of the level 
of freedom of expression” (see Table 3.7). It is obvious that the participants 
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assume that blogs are the freest medium in China. The nearly reverse order in 
Table 3.7 compared to that of Table 3.6 suggests that Chinese people believe 
that freer media is necessarily related to lower credibility.  
Table 3.7 Evaluation of the level of freedom of expression 
Media  M  SD  
Blogs 4.14 0.99 
BBS 3.92 1.07 
Commercial websites 2.61 1.03 
Internet portals 2.60 1.06 
Magazines 2.55 1.06 
Newspapers 2.17 0.99 
Radio 1.97 0.99 
Television 1.77 0.95 
Government websites 1.52 0.93 
 
3.2.4 Claimed Motivations of Blog Readers 
Graph 3.1 showed the results of blog readers’ claimed motivations. The top 
two motivations are both in the instrumental dimension—“to gain knowledge” 
and “to search for information”. For more than half of the participants, blogs are 
a useful medium to fulfill their cognitive needs, instead of being merely a new 
way to kill time. In other words, they regard blogs as a tool to help them with 
learning. 
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3.3 Interview Methodology 
A series of individual online interviews was conducted in February 2007 in 
order to seek rich and in-depth understandings of the motivations of bloggers. 
Efforts were made to find out what makes a blog reader finally decide to 
become a blogger.   
3.3.1 Online Interview  
The practical benefits of online interviews are wide ranging, including wide 
geographical access, extending access to participants, cost and time savings, 
easier handling of data etc (Mann & Stewart, 2000). It is an appropriate method 
in this study since the researcher is currently staying in Singapore and the 
respondents are Chinese residents. Since bloggers are normally persons who are 
very familiar with the Internet, there should be no difficulty concerning the 
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computer skills necessary for the respondents to field the online interviews. 
3.3.2 Sampling 
In qualitative interviews, sampling is focused more on finding individuals 
who have experienced the phenomenon under study and are prepared to be 
involved (Miles & Huberman, 1994), rather than looking for representativeness. 
Therefore, I started with my own circle of friends to find some volunteers. Then, 
through snowball sampling, 20 interviewees (10 men 10 women) were selected 
to participate in this study (See Table 3.8). 
Table 3.8 List of Interviewees 
Name Sex Age  Educational level Profession 
Bai Yutang Male 30 Bachelor Editor 
Tian Boguang Male 25 Bachelor Journalist 
Qian Xuesen Male 29 Bachelor Accountant 
Liu Erfei Male 28 Bachelor Engineer 
Wang Xiaobo Male 40 Bachelor Journalist 
Huang Xiangyuan Male 19 High school Student 
Zhao Jinzhou Male 35 Master Lawyer 
Zhang Yuzhou Male 28 Bachelor Consultant 
Cao Jingxing Male 29 Master Engineer 
Hong Xuezhi Male 30 Bachelor Lawyer 
Wang Tingting Female 22 Junior College Animation Designer
Zhong Cuihua Female 27 Master Publisher 
Xu Xiaoyan Female 25 Bachelor Student 
Ma Jingjing Female 23 Bachelor Student 
Sun Hongxia Female 35 Master House wife 
Luo Shanshan Female 27 Ph.D. Teacher 
Li Jinqiu Female 24 Bachelor Student 
Jin Xiaohui Female 26 Junior College Research Assistant
Gao Yuemei Female 38 Junior College Editor 
Yu Yuanyuan Female 23 Bachelor Student 
Note: all interviewees are residents in mainland China 
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3.3.3 Semi-structured Interview Topic Guide 
Semi-structured interviews can offer interviewers “purposive topical 
steering” (Flick, 1998:106) by allowing them to track the issues which are of 
greatest interest to them. It is very effective to gain a range of insights into 
specific issues. The topic guide is as follows: 
a. When did you start writing blogs? 
b. Before you set up your own blog, had you been reading 
blogs and if so, for how long? 
c. What motivated you to start blogging? 
d. What are the topics you are writing about on your blog? 
e. Do you reveal your identity to the public? Why or why not? 
f. Do you like to respond to your readers’ comments? Why or 
why not? 
g. Do you belong to any blog communities? 
h. Who do you expect your blog readers to be? 
i. Are you concerned about the traffic on your blog? 
j. Have you tried to promote your blog? If you have, through 
what means? 
k.Have you ever talked about sensitive issues like political 
reform on your blog? 
l. Do you feel free to express yourself when writing your blog? 
(Have you been concerned about the censorship issue?) 
m. How did you choose your blog service provider? 
n. How many optional components do you have for your blog? 
 
 
3.4 Interview Findings 
3.4.1 Motivations to Establish a Blog 
In this study, most of the interviewees established their blogs in 2005 and 
2006. Before they had their own blogs, a few of them had been reading blogs 
regularly. For most of interviewees, reading blogs would not inspire them to set 
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up their own blogs. As Ms Zhong told the researcher, 
“I had been reading blogs for about two months before I started my own. 
But on and off, not following any particular blog regularly. To be honest, I 
was not impressed at first. They only looked like personal pages to me. 
Actually I started liking it after I started using it. It is very easy to operate 
compared to personal homepage. You do not need any technology 
background to write a blog. That is the best part of blogs.” 
It seems like that the promotion of blogging services provided by Internet 
portals such as Sina.com, Sohu.com etc. in 2005 played an important role in 
persuading some people to establish their own blogs. Ms. Gao told the 
researcher, 
“It was hard to neglect the term “blog” at the end of 2005 after the endless 
promotions by all those big Internet companies. I have to admit I am a 
laggard in terms of using new tech stuff. I had never heard of that word 
before but I didn’t hesitate much to get one in Sina.com in 2006. Why not 
own a blog? It is no harm to have another Internet service as long as it is 
free of charge.” 
Interviewees who had started blogging comparatively earlier mostly got to 
know about the medium from their Internet-savvy friends. Mr. Bai, who 
established his blog in 2004, told the researcher,  
“I have a friend who likes all kinds of new Internet stuff very much. He 
started blogging in 2003 and persuaded me to do so a year later. At that 
time, we did not even have an official translated name for this thing. Some 
people called it “Wang Zhi”, some called it “Bo Ke”, and some called it 
“Bu Luo Ge”. I did not foresee its prevalence today.” 
According to the interviews, most interviewees did not fully understand 
what a blog was before they set up their own blogs. They started blogging not 
because they were attracted to certain functions of blogs. The real motivations 
might lie in their desire to try new things, commercial promotions and social 
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relation networks. The ease of establishing a blog could have also played an 
important role in persuading newcomers to become bloggers. Because of the 
low technical requirements, simple structures of blogs, beginners would not feel 
frustrated when using this new medium at early stage. 
3.4.2 Anonymity 
When sending messages over the Internet, many people enjoy a sense of 
anonymity (or at least lack of identifiablility). Most interviewees stated that they 
did not completely reveal their identity to the public, but did not intentionally 
conceal it either. Ms Luo is a good example. She told the researcher,  
“I write about my life honestly and it doesn’t take long before you can 
figure out what I do and what I’m like if you keep reading my blog. I 
have no interest in having a virtual identity, but I don’t want to live a 
public life either; I just try to strike a balance between the two extremes. 
Besides, I expect most of my readers are my friends or family members. 
I do not have to reveal my personal information because it is already 
known by most of my readers.” 
Four interviewees gave straightforward answers that they revealed their 
identity on their blogs. But there are different interpretations of “identity” to 
them. As Mr. Zhao said, 
“I put my name and my occupation on my blog. What else do my 
readers need to know about me? All the other things are considered 
private. I think the information I revealed is enough.” 
However, merely stating one’s name and occupation is not sufficient 
information for identifying a blogger. Anyway, no interviewees claimed that 
they tried hard to hide their identity.  
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It is worth mentioning that a blogger might reveal his or her identity 
differently on different blogs. Ms. Jin is an example. She told the researcher,  
“I currently have four blogs. Two of them are frequently updated; the 
other two are not. I only use my true name in one blog. The other three 
are either under my nickname or pseudonym. It feels good to have a 
different identity on the Internet. Besides, sometimes I want to write 
something that is not appropriate for my friends to read. An anonymous 
blog would help me out when that time comes.” 
 
    3.4.3 Feedback 
Feedback from readers can help to expand the discussion aroused by 
bloggers, offer broad perspectives to examine certain issues, provide 
complementary information, show support or disapproval of some viewpoints, 
and initiate interpersonal interaction between bloggers and readers.  
All interviewees claimed to have paid close attention to the readers’ 
feedback. However, men and women responded differently.  
Women respond to comments frequently and in a timely fashion. Ms. Sun 
said, 
“I respond to my readers’ comments as often as I can. It shows respect 
to them and it tells them that I care. Besides, interacting with others on 
my blog is interesting. It makes me feel that a relationship has been 
established between me and my readers through my blogs. This feeling 
is fantastic especially when a long lost friend leaves a comment on your 
blog and you respond to it. ” 
On the other hand, men showed less enthusiasm to respond, even though 
they all like to read comments. Mr. Wang said, 
“It is impossible for me to respond to everyone who left a comment. 
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There are too many of them. Furthermore, some comments are too 
stupid to be responded to. Whatever I write, there will be some stupid 
people jumping out to criticize here and there. I usually do not respond 
to comments unless they are from my friends.” 
Because trackbacks require extra technical efforts to set up and use, few 
interviewees ever used this function. As matter of fact, trackbacks could 
establish a close relation between different blogs’ posts. This function should be 
more convenient to improve the interactivity between bloggers than comments. 
It would probably take longer for Chinese bloggers to realize trackbacks’ 
usefulness. 
3.4.4 Design Elements 
Design elements used on blogs are a visual presentation of bloggers. While 
personal hosting tools can supply more design elements, none of the 
interviewees chose to use them. They all used blogging host services which are 
easier to set up and maintain. 
In terms of template usage, most interviewees claimed they changed the 
default template to reveal their personalities. For most people, the change only 
happened once. Then the appearances of their blogs stay put. One interviewee 
showed sustained interest in modifying and design templates. The boy, named 
Mr. Huang, happens to be the youngest one among interviewees. He said, 
“I like to change the appearance of my blog all the time. It doesn’t take 
a lot of trouble. If I see some good pictures on the Internet, I try to set 
them as my blog’s wallpaper. If I see some well designed blog 
somewhere else, I try to make mine better than that. Anyway, what I 
don’t understand is why people can tolerate having their blogs look the 
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same for a long period of time. The Internet is no place to be boring! ” 
 
3.4.5. Breadth of Topics 
Bloggers are writing about literally anything. Although the interviewees 
used their blogs mainly for documenting life events, there is no strict rule 
preventing them from writing anything they want. They comment on movies, 
music and things they find either interesting or repulsive. As Ms Xu put it, 
“My blog is like the little blackboard I got when I was a little girl. I 
could scribble anything on that. The difference is you do not have to 
erase. There is always enough space to fill in anything.” 
When asked whether they write about sensitive issues, however, the 
interviewees were either cautious about mentioning a politically right answer or 
showed indifference to further the discussion. As Mr. Wang, a 37-years-old man, 
said, 
“What’s your definition of “sensitive issue”? Generally speaking, 
anything can be sensitive. Even if you write something about someone 
insignificant, its family could think it is a sensitive issue. Anyway, 
government-related stuff can be sensitive. I usually write about what I 
like, not concerning what is sensitive and what is not.” 
Many interviewees showed apathetic attitudes toward political issues. As 
Mr. Qian, a 31-years-old lady, said, 
“What on earth do blogs have anything to do with politics? Blogs are 
about having fun. Politics is not fun! Maybe it is fun in Taiwan, but it is 
definitely not in mainland China. Cherish your life and stay away from 
politics!” 
Mr. Qian’s statements implied that many people are not really apathetic 
toward political issues, and they just fear the consequences of being interested in 
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politics.   
3.4.6. Censorship 
Most interviewees can still feel the existence of censorship. As Mr. Tian, 
who is a journalist in Beijng, said, 
“Sometimes I encountered problems when I was writing my blog. The 
system told me that inappropriate words in my post caused the service to 
be interrupted. The bad thing is they didn’t tell me which words are 
inappropriate. I had to rule them out by guessing. I tried to change my 
blog service providers but the same problem happened again and again. 
Because foreign blog services are blocked in China, I do not have many 
options but endure the inconvenience. This is not the worst scenario. I 
heard that some bloggers’ posts had been deleted without notice. ” 
Some bloggers believed that blogs are not freer than other media in China. 
Mr. Cao told the researcher, 
“I don’t think there is anything special for blogs regarding censorship. 
Actually, remaining anonymous for a blogger is much harder than other 
Internet users if the Internet police really want to catch you. A blog 
means a series of posts updated in a long period of time. It is not a 
difficult job for the police to know who really owned that. ” 
3.4.7 Efforts for Attracting Readership 
When asked about what they did to promote their blogs, many interviewees 
showed indifference towards this issue. Mr. Liu said, 
“I was writing my blogs mainly for myself. How many readers come to 
my blog is not my concern. I think it would be less fun if I always think 
about how to increase the readership when I write. However, just 
because I do not promote my blog doesn’t mean I do not care about the 
readers. I like to see my blog being widely read, but I hope that is 
because of what I wrote, not because of what I did to promote it. ” 
Some interviewees admit they did try to increase the number of readers. Ms 
Li said, 
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“It would be a lie if I said I do not want more readers of my blog. If I do 
not want more people to see it, why did I write online? I like to share my 
feelings and thoughts with more people, as many as possible. But I do 
not know much how to increase the readership. I tried to put my blog 
address on some BBS and other peoples’ blogs. The improvement is not 
significant. ” 
Ms Yu obviously knew more than Ms Li did with regard to this question. 
She said,  
“Using tags is a good way to attract more traffic. Tags are keywords in 
the blog posts. They would help search engines to detect the content of 
blog posts. Exchanging blog links is another effective way. I have a very 
long blogroll which listed my friends’ blog address. Their blogrolls also 
have my link on it. The number of friends I have is constantly growing, 
so is my blog’s readership. The best way to make your blog popular is to 
add multimedia factors in your posts. The more the better.” 
Many interviewees are not enthusiastic about promoting their blogs, 
whereas they are not against more people reading. On the other hand, there are 
interviewees like Ms Yu who really did everything to promote their own blogs 
and knew how to do it effectively.  
3.4.8 Motivations for Maintaining a Blog 
The interviewees’ reasons for maintaining a blog can be categorized as: 
self-documentation, improving thinking, self-expression, sharing information 
and socialization. 
Self-documentation 
Many interviewees were using their blogs to record activities and events. 
They are like diarists of yesteryear, when electronic media was less prevalent. 
As one interviewee Ms Ma put it, 
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“I always like keeping a journal of my life. Blogs are new writing venues to do 
so. I just tried it out and liked it. You do not have to carry a journal book with 
you anymore.” 
The difference is that blogs can be seen by anybody else and diaries cannot. 
All bloggers are fully aware of this situation and most of them were 
intentionally using blogs to document lives for their family and friends. As 
interviewee Mr. Zhang said, 
“I like my blog to be read by my friends. There are countless minor things in 
my life that I want my friends to know about but which are not worth making a 
call or sending an email. For example, the other day I had a bad cold. You do 
not call everybody you know just to tell them you had a cold, so I blogged it. 
Then, I kept receiving blessings from my friends even days after I recovered. ” 
Mr. Zhang stated that blogs are not intrusive. In his opinion, it is the best 
way to communicate with friends without affecting others’ lives. His readers 
could freely choose to respond whenever they like, or not at all. 
Additionally, blogs were used as a tool of knowledge management by most 
interviewees. They kept a record of what they learn, what they think, and what 
they find useful on the Internet. In this case, blogs function as a notebook.  
Improving thinking 
In spite of the usage of photos, audio and video materials, all interviewees 
were updating their blogs mainly by writing text. Writing is an enjoyable 
activity for most of them. They blog to practice writing, in hopes of refining 
their thinking process.  
An interviewee named Mr. Liu liked blogging because for him it was akin 
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to “thinking by writing.” He wanted to see if he could clearly write down his 
thoughts about what he had been reading in the news and books. Mr. Zhao said, 
“I am one of those people who have to put their thoughts on something to make 
it clear. No matter whether that something is a piece of paper or a computer 
screen.” 
Self-expression 
Self-expression may be the most important factor influencing public 
perceptions of blogs. Blogs are acknowledged as venues where online 
self-identities are created and maintained by individuals. By and large, the 
extent to which an individual needs to express oneself depends on the 
individual’s personal and social circumstances. The concern of being identified, 
the risk of loss of privacy, and other internal and external factors may influence 
the way people express themselves. For example, interviewee Mr. Tian, said, 
“Even though I did not disclose my real identity on my blog, I am still 
cautious about what I am writing. Maybe it is a professional habit. I feel 
like I am responsible for the content on my blog. ” 
For most other interviewees, blogs are a good place to show personalities. 
They tell their own stories, discuss hobbies and interests, express opinions 
towards events and issues of personal interest, and present creative works. In 
addition to blogging topics, bloggers personalize the look of their blogs to make 
them a unique channel of self-presentation. In terms of both forms and content, 
personalities of bloggers and even cultural values are often reflected in their 
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blogs. Ms. Luo said, 
“Generally speaking, we Chinese people are not used to writing down our 
true thoughts. We were told to be obedient since we were children and 
learned to hide our feelings when we grew up. Blogs encourage us to 
record our lives and feelings in words and share those things with others. 
Step by step. The character of our whole nation could change.” 
Sharing Information 
Many bloggers like to present information specifically collected and 
selected for the purpose of serving readers. This practice creates a particular 
type of blog defined by scholars as filter blogs (Herring et al, 2004). Only one of 
the interviewees, Hong Songfeng, has a real filter blog, although many stated 
they often shared weird stuff discovered on the Internet with their readers. Mr. 
Hong said, 
“I have three blogs that I often update. The filter blog is one of them. 
Because I am working in an Internet portal company, I have more 
chances than my friends to get funny stuff like hilarious jokes, fantastic 
pictures or crazy video clips. I shared those things with my friends 
through emails before. In the last year, I found blog is a much better 
way to do the same job.”   
   The images of filter bloggers, such as Mr. Hong, resemble editors in 
traditional media who filter large quantities of information and extract those of 
most use to readers. The contents are usually of peripheral importance to the 
blogger’s life. However, several interviewees insisted that a blogger should be 
writing his own content instead of “copy and paste”, suggesting a sense of 
professionalism that some bloggers possess about their craft. 
Socialization  
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Socialization is an important aspect of blogs as a platform to develop and 
maintain interpersonal relationships. The characteristics of the Internet as 
combination of mass and interpersonal communication facilitate the use of blogs 
as an interpersonal channel. The interactivity between bloggers and readers as 
well as the interconnectivity among blogs pave the way for building topic-based 
or blog-centered communities. Bloggers expect to meet readers who can share 
common interests or exchange opinions towards certain issues.   
Mr. Wang is an extreme example of how a blogger can build up an online 
community. He has more than 200 blogger friends listed in his blogroll. He said, 
“I would not call it a community. We are just a bunch of friends who 
became acquainted on the Internet and happened to have similar tastes. 
Blogs are good tools to gather like-minded people. ” 
Although Mr. Wang does not think he belongs to any online community, he 
admitted that he and his friends did sometimes write about similar topics and 
promote each others’ contents, which made them look like they were associated. 
3.5 Conclusion 
In this chapter, we explored motivations of blog readers and authors to read 
and write blogs. Descriptive data was gathered to generate profiles of typical 
Chinese blog readers and results of statistical analysis were presented. Through 
interviews, five motivations of blog authors have been identified. The next 
chapter will consider the content of blogs. 
 
 55
Chapter 4 Content Analysis 
4.1 Methodology 
Content analysis is a direct method of textual analysis involving counting 
phenomena in texts, images, and expressions (Krippendorff, 2004). This 
research method has been widely used in studies of the news, the press and 
television and it has proven to be appropriate for studies of how much of a given 
phenomenon there is in a chosen set of texts (Stokes, 2002). In my research, I 
mainly used this method to count the frequency of appearance of different blog 
topics among a number of popular blogs and analyze the presence/absence of 
perceived motivations for blog authoring. Besides the text, other features in 
terms of structure, design and interactivity of the blogs were also observed.  
The first 30 blogs in the popular blog ranking list of Sina.com were 
selected for analysis. These blogs are listed at Table 4.1. Sina.com is one of the 
best known and most widely adopted Internet Service Providers in China. Even 
though this company started its blogging service only in late 2005, the traffic on 
their blogs is considerably high and one of their blogs was once the most 
popular blog in the world according to Technorati (Zhang, 2006).  
The findings will be used to answer 
RQ3 What are the motivations of Chinese bloggers to establish and maintain a 
blog?  
RQ4 What efforts do Chinese bloggers make to sustain their readers’ interest? 
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Table 4.1 List of Blogs 
Rank Name  Address 
1  老徐 http://blog.sina.com.cn/xujinglei 
2  韩寒 http://blog.sina.com.cn/m/twocold 
3  Acosta------极地阳光 http://blog.sina.com.cn/m/Acosta 
4  小四的游乐场 http://blog.sina.com.cn/guojingming 
5  洪晃找乐的 BLOG http://blog.sina.com.cn/honghuang 
6  潘石屹的 BLOG http://blog.sina.com.cn/panshiyi 
7  董路的 BLOG http://blog.sina.com.cn/donglu 
8  只因有李 http://blog.sina.com.cn/lichengpeng 
9  嘎立立的 BLOG http://blog.sina.com.cn/yuanli 
10  当年明月的 BLOG http://blog.sina.com.cn/dangnianmingyue 
11  皮皮鲁之父--郑渊洁 http://blog.sina.com.cn/zhyj 
12  赖崇权：自娱自乐 http://blog.sina.com.cn/laicq 
13  王奕茗(julian)--唱游 http://blog.sina.com.cn/Julian 
14  梦大侠的八卦夜生活 http://blog.sina.com.cn/zhaoxiaomeng 
15  幸福生活 我有三下 http://blog.sina.com.cn/fumosanxia 
16  李老大的博客江湖 http://blog.sina.com.cn/libingbing 
17  伊能静 靜靜的海洋 http://blog.sina.com.cn/yinengjing 
18  【中国第一公安博客】在线 http://blog.sina.com.cn/u/1189617115 
19  马善记的言论 http://blog.sina.com.cn/mashanji 
20  张晓梅的 BLOG http://blog.sina.com.cn/zhangxiaomei 
21  杨澜的 BLOG http://blog.sina.com.cn/yanglan 
22  我就叫苗圃 http://blog.sina.com.cn/miaopu 
23  李亚鹏的 BLOG http://blog.sina.com.cn/liyapeng 
24  萨苏的 BLOG http://blog.sina.com.cn/sasu 
25  小范＜刚刚开始＞ http://blog.sina.com.cn/fanbingbing 
26  鸿水：博客杀手·激浊扬清 http://blog.sina.com.cn/hongshui 
27  天宇的天空...~~*~~**..^# http://blog.sina.com.cn/matianyu 
28  旅法艺术家高远的 blog http://blog.sina.com.cn/gaoyuanfrance 
29  宋祖德的 BLOG http://blog.sina.com.cn/songzude 
30  非常真人，非常娱乐 http://blog.sina.com.cn/fczr 
The six categories used for assessing motivations for authoring blogs were 
entertainment, information, social interaction, self-expression, passing the time, 
and professional advancement, which were concluded by Papacharissi (2002) in 
his study of personal homepages. The front pages of the blogs were read and 
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examined for the presence of these and/or other motivations. Table 4.2 shows 
the coding frame used in the examination.  
Table 4.2 Coding Frame  




-Escaping or being diverted 
from problem 
e.g.  
-Blogging is the best part of my life. 
- Writing blog can soothe my mood.  





Funny pictures and 
video. 
Information: 
-Sharing life experience with 
others 
-Recording relevant events 
and conditions in immediate 
surroundings   
e.g. 
- The cheapest price of Cannon 
camera can be found in Haidian. 
-The traffic in Guomao has been 
terrible since this morning.  
External links to 





-Connecting with family and 
friends 
-Communicating with others 
to gain a sense of belonging 
e.g. 
-Great! My sister gave birth to a baby 
today.  
-I am lucky to meet all these talented 
people in my company. 
Blogroll of friends; 
Pictures of a family 
or a group of people; 
Self-expression: 
-Expressing personal feelings 
or thoughts 
-Presenting personal values 
or uniqueness 
-Commenting on social 
events or news 
e.g. 
- I like coffee and hate tea. 
- Individual freedom is the most 
precious thing in the world. 
- The new property law will cause 





Hyperlinks to one’s 
personal homepages; 
 
Passing Time:  
-Killing time 
e.g. 
- Really have nothing else to do. 
 
Professional Advancement: 
-Augmenting one’s work 
or occupation 
-Mentioning learning, 
self-education or gaining 
knowledge 
e.g. 
- Improving your sense of humor can 
help you a lot if you are working in 
advertisement nowadays. 
- Authoring blog is a good way to 
strengthen writing skills. 




Entertainment as a motivation included blogging for pure enjoyment or fun 
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or to try a new activity. For example, a blogger may indicate that he or she is 
blogging because it is fun. The information category included sharing general, 
or personal information, or providing enlightening information to others. For 
example, a blogger may indicate that he or she wrote a post in order to tell the 
reader a piece of news. Social interaction as a motivation included keeping in 
touch and maintaining relationships with others, including acquaintances, family, 
and friends, and addressing or reaching out to readers. To exhibit social 
interaction motivations, bloggers would speak directly to the audience by asking 
or answering questions or appearing to converse with the reader in blog posts. 
Self-expression referred to informing others about oneself, providing personal 
information, and communicating feelings or thoughts. For example, a blogger 
might discuss something that happened that day and provide an insider’s view of 
how the blogger felt about the event and what he or she was thinking about it. 
Passing time as a motivation category included blogging because the author had 
nothing else to do and therefore expressed this feeling, because it was a norm 
among peers, or because it was a way to kill time. In many of these cases, 
bloggers would indicate that they were blogging because there was “nothing else 
to do” or simply state they were blogging to pass the time. Professional 
advancement referred to blogging to promote oneself, to advance or augment a 
career, or to ask others to assist the blogger's career. For example, professional 
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advancement motivated bloggers who would discuss work and industry-related 
matters rather than their daily lives. 
In this study, only the front pages of the blogs were analyzed, and the entry 
page served as the unit of analysis. Since the default number of blog posts that 
can be showed on the front page is 10 on Sina.com, each unit has the same 
number of posts in this study. The data was collected and examined in April 
2007. 
4.2 Findings 
4.2.1 Topics of Blog Content 
Each of the posts on the front page of the 30 blogs was read and the topics 
discussed in the posts were categorized (see Table 4.3). The topics were 
recorded as being present or absent within the unit analyzed. 
Table 4.3 Topics of the blogs 
Topics  Blogs(N=30) Percentage 
Personal experience  29 96.7% 
Family/friends  19 63.3% 
Entertainment 14 46.7% 
Interests/hobbies 11 36.7% 
Humor  9 30% 
Personal pictures 6 22.2% 
Arts/culture  6 20% 
Politics/politicians 4 13.3% 
Technology/science 4 13.3% 
Sports 3 10% 
Education/academics  2 6.7% 
Business/finance 1 3.3% 
Note: Topics were measure dichotomously as being present or absent. Categories do not add 
up to 100%. 
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As can been seen in the table, the sampled blogs primarily contained 
personal experiences, including records of the bloggers’ feelings or thoughts or 
their daily lives (96.7%).  This finding is consistent with the report of 
Sohu.com, although the percentage is much higher due to the limited sample 
size of this study. Mention of friends or family also dominated the topics 
covered on blogs (63.3%).  
“Personal pictures” was regarded as a category in this table because many 
picture posts do not have a clear topic. Most posts of “personal pictures” are 
mere pictures of the bloggers in different clothes and with different facial 
expressions, without any captions. Other pictures are of their pets or their 
belongings.  
In the sample, the number of posts pertaining to business, education and 
sports is comparatively small.  
4.2.2 Content Elements 
The researcher identified a number of miscellaneous content elements in 
the blog posts other than text. Table 4.4 lists the elements in order of frequency. 
Table 4.4 Content elements  
Elements  Blogs(N=30) Percentage 
Pictures 29 96.7% 
Videos 10 33.3% 
Emoticons 3 10% 
Audio 2 6.7% 
As can be seen in table 4.11, pictures are pervasively used in blog posts. 
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There are four blogs that have at least one picture in each post on their entry 
page. From the sample, it can be seen that bloggers do not consider text-based 
blog posts an adequate medium of self-expression, but seem to make them more 
attractive through employing multimedia.  
4.2.3 Perceived motivations 
Motivations for authoring blog posts were analyzed in each unit. The 
researcher read each of the posts on the front page of the blog and determined if 
a motivation was present in the blog. While this does not establish dominant 
motivation for the overall Chinese blogs, it does provide insight into the 
different motivations of Chinese bloggers analyzed in the sample (See table 4.5). 
Table 4.5 Perceived motivations 
Motivations  Blogs(N=30) Percentage 
Self expression 29 96.7% 
Entertainment 10 33.3% 
Information 8 26.7% 
Professional advancement 5 16.7% 
Social interaction 5 16.7% 
Passing time 1 3.3% 
In this sample, the bloggers are motivated by self-expression more than any 
other reasons. The only exception is a blog called “Dang Nian Ming Yue”(当年
明月). This blog was used by the blogger as a place to write his historical novel. 
He never posted his personal life or experience on the blog. 
4.2.4 Personal Information 
Any blogger reveals his or her personal information more or less on the 
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Internet. The researcher tallied various kinds of personal information which 
could be used to identify the bloggers’ real identity and arranged it by frequency 
of appearance in Table 4.6. 
Table 4.6 Frequency of appearance of personal information 
Item No. Type of Personal Information Blogs(N=30) Percentage 
1 Bloggers’ photo 27 90% 
2 Full name 23 76.6% 
3 Friends’ list 21 70% 
4 Email address 11 36.7% 
5 Current work 8 26.7% 
6 QQ number 8 26.7% 
7 Telephone number 8 26.7% 
8 Personal homepage 7 23.3% 
9 Alias or nickname 6 20% 
10 Hobbies, interests 6 20% 
11 
Books or articles written by the 
blog authors 
5 16.7% 
12 Age 4 13.3% 
13 Honor or award received 4 13.3% 
14 Educational background 3 10% 
15 Geographical region 3 10% 
16 Gender* 2 6.7% 
17 Past work 2 6.7% 
18 MSN messenger 2 6.7% 
19 Height 1 3.3% 
20 Weight 1 3.3% 
21 Blood type 1 3.3% 
22 Birthday 1 3.3% 
(Note: Even though 27 bloggers’ gender can be judged by their photos provided on 
the blogs, only two bloggers explicitly noted their gender on their blogs.) 
An average of 5.1 items of personal information appears on the blogs. Thus, 
in this sample, the top five items listed in Table 4.6 can be seen as the most 
 63
likely to appear on blogs. Given all the personal information on the blogs, even 
if some information provided might not be accurate, most bloggers’ ID in this 
sample could be identified by their readers.  
4.2.5 Structure, Design and Interactivity 
All 30 blogs used the basic two-column structure provided as a default by 
the blogging service provider: the right column is the main part where the blog 
posts are, and the left column is the sidebar where the bloggers can put their 
logos, profiles, archives, picture albums etc. 
Each blog in this sample has a distinctive color theme which is different 
from that of others’. Judging from the color theme, blog readers can distinguish 
a particular blog without looking at its title.  
Optional components are plentiful in most blogs, including some 
components which rarely appeared in an average blog such as billboard, media 
player and podcast (See Table 4.7).  
Table 4.7 Optional components  
Components  Blogs(N=30) Percentage 
Traffic counter 30 100% 
Recent comments list 28 93.3% 
Billboard 25 83.3% 
Media player 20 66.7% 
Picture album 19 63.3% 
Podcast 10 33.3% 
Web Chat 5 16.7% 
The phenomenon of interactivity between blog authors and readers was not 
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pervasive in the sample. There are five bloggers who wrote posts which 
contained responses to their readers’ previous comments. Seven bloggers, 
including the five mentioned above, had also responded to their readers in the 
comments area. 
4.2.6 Styles of Expression 
4.2.6.1 Informal Style of Writing 
Blogs are noted for being the “unedited, published voice of the people” 
(Winer, 2003). The characteristic of “unedited” is obvious in almost every blog 
in the sample. Bad grammar, typos, and wrong punctuations can be easily found 
in many posts, even though some bloggers claim to be professional writers. 
Even if such errors were not present, the informal writing style already made 
those posts impossible to be published in any print media, e.g. a great number of 
auxiliary words such as “ah(啊)”, “ba(吧)”, and “la(啦)”, which are commonly 
used in spoken Chinese language and rarely appeared in written language, were 
widely used in Chinese blogs. Blogs are traditionally textual medium. However, 






Figure 4.1 An example of blog post  
 
Figure 4.1 showed an example blog post selected from No.4 blog in the 
sample. The content is grossly translated as follows: 
“What did I get in the past half month? 
Ha-ha, cold, fever, bleeding nose, sore throat, bloody eyes…under these 
circumstances, I am still breathing. Ha-ha. What can kill me? Ah?...Surely, 
only fame! (Crying out aloud inside: X!)” 
It can be seen that this post is written as though the blogger is speaking 
rather than writing. Spoken language is used from the beginning till the end. 
This might be an extreme case. In general, blogs seem to be neither exactly like 
written text or spoken language, but reflect aspects of both. 
Besides the informal language style, it is interesting to see that a number of 
graphical images of smileys and other faces were integrated into the blog posts 
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as a writing style by some bloggers (see Figure 4.2). Emoticons (or smileys) are 
invented to provide visual cues in text messages to indicate emotions and 
attitudes that would be conveyed by body language in face-to-face 
communications (Rezabek & Cochenour, 1995). They have been widely used as 
extended punctuation symbols in e-mail, instant messaging, online chat, bulletin 
board systems, and Internet forums where communication is rapid. 
The usage of emoticons in blogs is polarized, at least in this sample. 
Bloggers who like emoticons use them extensively, as being showed in Figure 
4.2. On the other hand, bloggers who do not like emoticons never use one in 
their blog posts. It indicates that the use of emoticons appear to be a highly 
personal decision. As a matter of fact, the researcher found that too many 
emoticons sometimes can interrupt reading, especially when the content is 
discursive, and the advantages of using emoticons are not as evident as in instant 
messaging or online chatting because the communication through blogs is not as 







Figure 4.2 Emoticons in blog post 
 
 
The strength and weakness of the informal writing style of blogs are 
apparent. On one hand, blog authors can gain unprecedented freedom of 
expression and blog readers have the chance to see different writing styles that 
cannot be seen in mainstream media; on the other hand, the casual writing style 
can be a barrier for readers to receive information effectively from the blogs. 
Blogers’ lack training in writing or deliberately discarding writing rules make 
Gillmor’s grassroots journalism prophesies very untenable.  
4.2.6.2 Narcissism 
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Freud believed that some narcissism is an essential part of all of us from 
birth (Rivkin & Ryan, 1998). If he is right, then blogs have made this essential 
part of human being more explicit.  
Some bloggers’ narcissism is self-evident, given the pictures and 
self-descriptions they presented on their blogs. Exhibition of personal pictures is 
the most common way to show the narcissism (See Figure 4.3 and Figure 4.4). 
Figure 4.3 Personal pictures from No. 3 blog 
 




Figure 4.3 shows a series of pictures of the blogger lazily lying under the 
sunshine, without any captions. Figure 4.4 is the blogger mimicking a handsome 
movie star, with a caption saying “Really identical! Hahaha.” As can be seen in 
the two figures, these two bloggers appear to be very satisfied with their 
physical appearances and have the desire to exhibit them constantly.  
Scrutinizing psychological roots of narcissism is not within the boundary of 
this thesis study. However, it is worth mentioning that traces of narcissism can 
be found in many blogs in the sample, although distinguishing narcissism from 
creative self-expression is not always as easy as in the cases that Figure 4.3 and 
4.4 showed.  
4.2.6.3 Satiric Political Critics 
Because of the acknowledgement of the censorship system, many bloggers 
are using satire to criticize social events or government policies, in order to 
avoid being caught. For example, it is said that Chinese government will enact a 
new regulation rule over the Internet in China, Xu Jinglei, whose blog is ranked 






Figure 4.5 Satire post 
 
The post can be grossly translated as follows: 
    I have heard that a new Internet law will be applied soon to 
regulate online publishing. Somebody asked how? Don’t even bother to 
ask!! I have been educated to be obedient to parents and leaders since a 
child. If leader says regulation is needed, it is needed. Even if someday 
we are forced to use real names on the Internet, I will not have any 
opinions. 
Go watch TV. So many great TV series to watch. 
The post literally showed full support for the incoming regulation. 
However, to most Chinese people, the satirical tone in her language is 
distinctive. What she was really saying is to complain that our Chinese citizens 
do not have any power to affect an unwelcome law, and what we are expected to 
do is to obey the authorities and enjoy cheap cultural products.  
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To have to use satire when criticizing the reality or the government is an 
embarrassment for Chinese bloggers, as not every reader will be able to decode 
what the real meaning is.  The researcher had checked the comments of this 
satire post Xu Jinglei wrote. There are 737 comments of this post at the time and 
merely half of the responders seemed to understand what Ms Xu was really 
talking about. As long as the censorship system remained rigid in China, the 















Chapter 5 Discussion 
Through an online survey, semi-structured interviews and content analysis, 
this study has made an effort to identify the underlying motivations for the 
behaviors of Chinese blog authors and readers. This chapter is organized as 
follows: the first section will cover the researcher’s interpretations of the 
research results and the second half will discuss the significance and limitations 
of the research. 
5.1 Chinese blog readers’ motivations 
In this research, descriptive data was gathered to generate profiles of 
typical Chinese blog readers. The results confirmed the claim of CNNIC that the 
demographic profile of Chinese blog readers matches that of Chinese Internet 
users. Most of the blog readers as well as Internet users are young and educated. 
Men represented the majority of the blog reader population (54%), slightly less 
than the proportion which they constitute of Internet users (58.8%). The most 
considerable difference about the study sample vis-à-vis the general Chinese 
Internet user population is educational level: only 25% of Chinese Internet users 
who have acquired college education or higher, compared to the 83.9% of 
Chinese blog readers, surveyed in this study, have a college degree.  
Regarding the motivations of blog readers, the findings are complicated, 
sometimes even contradictory. To the researcher’s surprise, most respondents 
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claimed that they read blogs in order to “gain knowledge” or “search for 
information”. The interesting part of this finding is that the reliability of 
information acquired from blogs has always been suspect because of the lack of 
a watchdog that can be responsible for reviewing credibility and trustworthiness 
of the content. However, even though Chinese blog readers are aware of the 
obvious shortcomings of blogs, they still take blogs as a serious source of 
information regardless of the possible lack of credibility. This behavior probably 
is likely to be due to the practice of censorship in China. The readers clearly 
perceived that blogs are the freest medium in China (see table 3.7), and therefore 
they take blogs as an alternative to the rigid and censored information that 
pervades mainstream media.  
Judging from the readers’ preferred topics, it is difficult to conclude that 
their most important motivation is to “gain knowledge” or “search for 
information”. Actually, to keep in touch with friends and family members 
appears to be the most salient motivation reading blogs because it is the topic of 
friends/family that was preferred most by the readers surveyed, rather than any 
topic relating to useful information. As family relationships have traditionally 
been greatly cherished in Chinese culture, it is understandable that the readers 
regard blogs as an important means to keep relationships in the new media era.  
Additionally, the voyeuristic motivation claimed by Miller and Shepherd 
 74
(2004) was not fully supported in this research. Although there are some readers 
who admitted that they like to see other’s lives through blogs, the percentage of 
these people is not high (24.7%).  
As for the components of a blog, the readers showed no obvious likes and 
dislikes. The comment function is considered the most useful although only a 
few readers use it regularly. It seems that even though a blog is defined more by 
its structure than its content (dated entries in reverse chronological order), it is 
the content that attracts the readers most rather than any particular function it 
provided. 
5.2 Chinese blog authors’ motivations 
Through interviews and content analysis, this researcher found a range of 
motivations for blog authors: self-documentation, improving thinking, 
self-expression, sharing information, socialization, entertainment, professional 
advancement and passing time. The self-expression motivation is the most 
salient motivation found in this research. Chinese blog authors use their blogs as 
a place to showcase their talents and personalities, not to report news as a 
journalist. This is consistent with previous findings reported by Herring et al 
(2004: 1), who concluded that popular accounts frequently overstate “the extent 
to which blogs are interlinked, interactive, and oriented towards external events, 
and underestimate the importance of blogs as individualistic, intimate forms of 
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self-expression.” 
Concerns about external events can also be found in many blogs, although 
signs of self-censorship can be discerned. Blogs in China have been seriously 
challenged by the country’s infamous censorship system, which prevents 
Chinese blog authors from gaining the full freedom of expression. The 
interesting thing is that sometimes it is not censorship itself that compromised 
the freedom of expression but the perception that censorship exists. Some blog 
authors admitted to self-censoring their blog posts. While some blog authors 
will circumvent the rigid regulation by using ambiguous words or satirical 
writing styles to assert their true opinions, most authors choose to stay away 
from topics that could potentially cause them trouble. Although the freedom of 
expression is compromised by the censorship, self-expression is still a strong 
motivation for blogging in China. 
Contrary to the prudence shown in the content relating to outside world, the 
expression of one’s personal life can be straightforward and bold. Actually, 
self-expression can turn into self-exhibition in some cases. Instead of expressing 
opinions or personal feelings, some blog authors use their blogs as a platform to 
exhibit details of their private lives, often in a narcissistic manner. This action 
seems to yield an intensification of their selves, and possibly even gain them 
fame in online community.  
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As for promotion of their blogs, blog authors showed different levels of 
concern, from indifference to enthusiasm. Blog authors who use their blogs as 
self-documentation tools seem less interested in doing anything to promote the 
readership of their blogs. So instead, the blog content serves merely to advance 
the author’s own interests. In this sense, blog content may not be of use or 
interest to other readers therefore promotion is of minor importance. On the 
contrary, blog authors who want to obtain the gratification of self-expression or 
socialization would always like to have readers as more as possible. 
Blog authors use a variety of ways to promote their blogs and attract more 
readers, e.g. adding tags, exchange links and including multimedia materials. 
The heavy use of pictures in popular blogs is observed by the researcher. Blogs 
were once dominated by text material when they first appeared in front of the 
public. However, a trend of adopting more multimedia materials has emerged 
along with the development of this genre. Blog authors and readers are no 
longer satisfied with text blogs. Pictures, music and video clips are convenient 
for blog authors to express their personalities, and are always welcome by the 
readers because they made the blogs more dynamic.  It is likely that over time, 
blogs will incorporate more multimedia materials and those blog services that 
could not supply multimedia functions could become extinct in the recent future. 
5.3 Significance and Limitations 
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5.3.1 Significance of This Research 
Blogs are a personal publishing tool allowing Internet users to become 
content creators, which make the concept of “audience” more complicated than 
it appears. While the behaviors and motivations of blog authors are continually 
studied by many researchers all over the world, the real audience—blog readers, 
have been surprisingly neglected. This study made an effort to correct this 
imbalance by collecting a series of descriptive data of blog readers and studying 
their reading behaviors and motivations. The results should be useful to help 
explain the popularity of this new Internet medium combined with previous 
studies on blog authors.  
This study also helped to shed light on the motivations of reading and 
writing blogs in the Chinese context. The Chinese government has long 
maintained rigid control over all Chinese media, including the Internet. 
Censorship is ubiquitous and both the authors and readers identify with its 
existence. This study is the first attempt to evaluate the influence of the 
censorship of blog authors and readers in China. It found that while blog readers 
are trying to gain information from alternative sources like blogs which assumed 
by readers to be uncensored, blog authors are self-censoring their content. This 
irony demonstrates that even though blogs are considered the freest medium in 
China, it is not an appropriate means to acquire alternative information.  
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Additionally, this is a multi-method research, combining survey, interview 
and content analysis in order to gain a more comprehensive understanding of 
Chinese blog authors and readers. Using multiple methods has the potential of 
gaining knowledge about different aspects of a phenomenon under study, and 
therefore offers a more complete explanation. To the best of my knowledge, this 
study is the first attempt to investigate blogs through the combination of these 
three different methods.  
5.3.2 Limitations and Future Research Directions 
This exploratory study has several limitations. First, the data collected by 
online survey pertaining to blog readers is based on voluntary participation, 
which compromised the generalizability of research findings. Second, 
examining readers’ behaviors by self-reports runs the risk of measurement errors 
due to inherent design problems in surveys and the cognitive gap between the 
respondents’ actual behaviors and recall. Third, the small sample size for the 
content analysis implies that the sample is unlikely to be representative of the 
Chinese blogosphere. Lack of funds and time made it very difficult for the 
researcher to obtain a more representative sample.   
In future studies, an increased sample size is definitely needed to produce 
more generalizable data for blog readers. Moreover, the motivations and 
behaviors of blog authors and readers in other non-English-speaking countries 
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should be studied in order to compare the findings with those found in this 
study.  
In addition, different types of blogs might need being scrutinized separately. 
With the development of blog technology, more and more multimedia elements 
are imported into text-based blogs. ‘Podcasts’, known as voice blogs, are 
emerging as a primitive form of personal radio stations. Video blogs, still in its 
infancy, are a promising subset of blogs, which can help build up the personal 
media library and develop into individual TV stations. As such, sequel studies 
on various forms of blogs are necessary to help us better understand the impact 












Chapter 6 Conclusions 
This exploratory study examined the behaviors and motivation of Chinese 
blog authors and readers.  
Given the multiformity and expansibility of Internet technology, the 
researcher found that blogs serve a variety of ends for people. For the authors, 
blogs allow individuals to fulfill this desire by having their personal memoirs 
published, offering their authors personal gratification, publicity and perhaps a 
sense of assurance that these private thoughts matter. For readers, blogs serve as 
a means to contact one’s friends and family members, to gain information and 
knowledge, and even to sustain the delusion that in reading blogs, they free 
themselves from China’s censorship regime. Furthermore, Chinese blog readers 
expect more from blogs than merely fulfilling their voyeuristic gratification. 
However, most blog authors failed to supply their readers with sufficient and 
useful information.  
The uses and gratifications approach was approved to be an appropriate 
theoretical framework to gain insight for media audiences’ behaviors again. But 
in this study, the definition of audience is different from others. In previous 
Internet studies adopting the uses and gratifications approach (See Chapter 2, 
Section 2.1.3), the audience was only defined as the people who used a certain 
Internet medium. For example, in Noh (1998)’s study of personal homepages, 
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the audience is the people who establish one or more than one homepages on the 
Internet, rather than anyone who receives information from the homepages. 
However, just because the Internet offers ordinary people the capability being 
information senders does not mean the information receivers could be neglected 
on the Internet. Although findings in this study pertaining to blog readers are not 
beyond the range of the five needs of audiences epitomized by Katz et al (1973), 
they do suggest that information receivers on the Internet, i.e. blog readers in 
this study, could have totally different behaviors and motivations from 
information senders. Therefore, previous U&G studies relating to the Internet 
media could all be reexamined by exploring the audiences’ needs at different 
level of engagement – audiences who consume content (in the case, blog readers) 
and audiences who produce content (in the case, blog authors).  
Besides, Ruggiero (2000) asserted that interactivity is important in 
contemporary uses and gratifications model. Nevertheless, the findings suggest 
that interactivity between blog authors and readers are not significant. The lack 
of interactivity between authors and readers could be a factor that prevents blogs 
from becoming an efficient source of information. Chinese blog readers are so 
reluctant to write comments on blogs that their demands cannot be expressed in 
a timely manner, while many blog authors do not eagerly respond to comments 
either.  
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In previous blog studies, bloggers’ motivation of community development 
or social involvement has been consistently identified. Gillmor (2004) agued 
that this would lead blogs to become grassroots media and Kahn and Kellner 
(2004) claimed that blogs would constitute a virtually democratic community. 
However, in China, this motivation is not salient. Blogs are mainly a medium to 
fulfill the gratification of self-expression for Chinese blog authors, not dedicated 
to the supply of useful information, let alone serves as news resources. 
This study’s findings further suggest that the popularity of blogs in China, 
by and large, is due to of the interest in self-expression by Chinese blog authors 
and the thirst for uncensored information by Chinese blog readers. Be that as it 
may, the potential of blogs to serve as a free, uncensored medium is yet to be 
released. But as Rubin (2002) stated that the extent to which people’s motives 
are satisfied by certain media is not only determined by the media attributes but 
also by the individual’s social and psychological circumstances, the usage of 
blogs as a free medium would come with the change of China’s political 
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Q1  How long have you been reading blogs? 
__Less than 3 months 
__4 - 6 months 
__7 - 11 months 
__1 year –2 years 
__3 years or more 
 
Q2  Do you have your own blog? __Yes  __No 
 
Q3  What are the major motivations for you to read blogs? (Choose as many as 
apply) 
__To have fun 
__To pass the time 
__To search for information 
__To know about others’ life 
__To keep in touch with family/friends 
__To meet new people 
__To gain knowledge 
__To avoid being left behind 
__To find like-minded people 
__To connect with a wider community 
__others 
 
Q4  If you chose others in Q2, please specify. _________ 
 
Q5  Which topic of a blog do you like to read? 























Q7  Will it lower your interest to read a blog if it does not have any comments 
entry? 
__Yes  __No  
 







Q9  If you are asked to give 1 to 5 points to the credibility of the content on 
blogs and other media, 1 means least credible and 5 means most credible, which 
point will you give? ___ 
Television__  Radio__  Newspapers __ Magazines__  Internet portals__  
Government websites__  Commercial websites__   BBS__  Blogs__ 
 
Q10  If you are asked to give 1 to 5 points to the freedom of expression of 
media in China, 1 means least freedom 5 means most freedom, which point will 
you give? 
Television__  Radio__  Newspapers __ Magazines__  Internet portals__  
Government websites__  Commercial websites__   BBS__  Blogs__ 
 
Q11  Which alternative component of a blog do you think is useful? 










Q12  Do you think the appearance of a blog, e.g. template chosen, is 
important?  
__Very important __Important __No opinion 
__Not important__Least mportant 
 
Q13  What is your gender? 
__Male __Female 
 
Q14  What is your age? (Please answer numerically) __ 
 
Q15 Please indicate the highest level of education completed. 
__Secondary school or below 
__High School  
__Junior College 
__Bachelor Degree 
__Master degree or higher 
 
Q16 About how many years have you had access to the Internet?  
__Less than 1 year 
__1 - 3 years 
__4 - 6 years 
__7 - 9 years 
__10 years or more 
 
Q17 How many hours do you spend on the Internet in a week? __________ 
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